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A study on the consumers' attitude toward before and after technique
in cosmetic surgery advertisement by kind of surgery
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Abstract

The purpose of this study is to investigate the effect and potential problem of before and after technique in cosmetic
surgery advertisements. This study would draw the positive and negative aspects in executing before and after technique
by segmenting the surgical part(eyes, nose, and breast). And this study compared before and after technique with after
technique and doctor(expert) endorser.

Independent variables of this study are advertisement technique(before and after/after/doctor) and the kind of
surgery(double eyelid surgery/ rhinoplasty/mastoplasty). Dependent variables of this study are general attitude toward
advertising, hospital believability, ethical judgement toward advertising, intention to cosmetic surgery. This study is
run as 3x3factorial design with 30 subjects per cell, resulting in a total sample size of 270.

The result of this study shows that advertising technique in cosmetic surgery advertisement important variable to
mediate the effect. This study found that before and after technique was more effective than any other techniques.
Also, this study found that the kind of surgery variable should be considered in the execution of cosmetic surgery
advertisement. Therefore, the result suggests that the kind of surgery and advertisement technique should be spontaneously
considered by cosmetic surgery clinic and advertising regulation organizations for the effective communication way
and consumer protection.

keywords: cosmetic surgery advertisement, before and after advertising technique, after advertising technique, doctor
endorser, advertising technique
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(Table 1) research design

advertising technique

before and after

after doctor

double eyelid before and after/ double eyelid after/double eyelid surgery

surgery surgery (N=30)
kind of rhinoblast before and after/ rhinoplasty
surgery plasty (N=30)
before and after/ mastoplasty
mastoplasty

(N=30)

doctor/double eyelid
(N=30) surgery (N=30)

after/rhinoplasty (N=30)  doctor/rhinoplasty (N=30)

after/mastoplasty (N=30)  doctor/mastoplasty (N=30)
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(Table 2) the mean and standard deviation of general attitude toward advertising by kind of surgery and

advertising technique

list of measurement kind of surgery kind of surgery Mean Std. Deviation N
before and after 4.03 .67 30
double eyelid after 3.20 1.24 30
surgery doctor 4.23 1.01 30
Total 3.82 1.09 90
before and after 4.63 .89 30
. after 3.97 1.07 30
rhinoplasty
doctor 3.90 1.12 30
. . Total 4.17 1.07 90
level of information
before and after 4.27 1.05 30
after 3.57 1.14 30
mastoplasty
doctor 3.67 .84 30
Total 3.83 1.05 90
before and after 431 91 90
after 3.58 1.18 90
Total
doctor 3.93 1.01 90
Total 3.94 1.08 270
before and after 4.27 .83 30
double eyelid after 4.03 1.33 30
surgery doctor 3.57 1.22 30
Total 3.96 1.17 90
before and after 4.73 1.20 30
. after 4.43 .94 30
rhinoplasty
doctor 3.93 1.14 30
. Total 4.37 1.14 90
level of entertainment
before and after 4.57 1.07 30
after 4.27 1.20 30
mastoplasty
doctor 3.73 .98 30
Total 4.19 1.13 90
before and after 4.52 1.05 90
after 4.24 1.16 90
Total
doctor 3.74 1.12 90
Total 4.17 1.15 270
before and after 4.20 .66 30
double eyelid after 3.60 1.35 30
surgery doctor 4.30 92 30
Total 4.03 1.05 90
before and after 4.60 .86 30
. after 4.37 1.03 30
rhinoplasty
doctor 3.90 1.12 30
. Total 4.29 1.04 90
level of understanding
before and after 4.43 .97 30
after 3.57 1.26 30
mastoplasty
doctor 3.97 .85 30
Total 3.99 1.09 90
before and after 4.41 .85 90
after 3.84 1.26 90
Total
doctor 4.06 .98 90
Total 4.10 1.06 270
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(Table 3) the two-way ANOVA of general attitude toward advertising by kind of surgery and advertising technique

list of Sum of
Source df Mean Square F Sig.
measurement Squares
kind of surgery (A) 6.896 2 3.448 3.337 .037
level of advertising technique(B) 24.207 2 12.104 11.715 .000
information AXB 12.281 4 3.070 2972 .020
Total 4506.00 270
kind of surgery(A) 7.652 2 3.826 3.097 .047
level of advertising technique(B) 27.963 2 13.981 11319 .000
entertainment AXB 148 4 .037 .030 .998
Total 5054.00 270 1.235
kind of surgery(A) 4.719 2 2.359 2.257 107
level of advertising technique(B) 14.763 7.381 7.060 .001
understanding AXB 12.748 4 3.187 3.048 .018
Total 4852.00 270

(Table 4) the post hoc multiple comparisons(scheffe) of general attitude toward advertising by kind of surgery
and advertising technique

Mean Muefore and after Mafier Maoctor
level of Mhbcfore and afier=4.31 - JT3** 38*
information Mage=3,58 - 35
Muoctor=3,93 -
Mean Mhefore and after Mafier Maoctor
Mocfore and afier=4.52 - 28 78¥*
Mafie=4.24 - S50%
level of entertainment M3 74 -
Mean Maouble eyelid Mhhinoplasty Munastoplasty
Maouble eyelic=3.96 - Al1* 23
Mininoplasy=4.37 - 18
Muustoplasty=4-19 -
Mean Moefore and after Mafier Maoctor
Mocfore and after=4.41 - STHE 36
level of understanding
Mape=3.84 - 21
Muoctor=4.06 -
*p<.05, **p<01
WAE Ee offle AR we o usith o o ol 4wl A9 v zom vkt

(M=4.43, SD=.97).

Wb, ks 39 e] =E 71

B

(M=3.57, SD=1.26).
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5 -
before and after
== after
/\ doctor
3

double eyelid surgery rhinoplasty

mastoplastic

[Figure 1] the interaction between kind of surgery and advertising technique(level of information)

5 -
before and after
/\ = after
doctor
3

double eyelid surgery rhinoplasty

mastoplastic

[Figure 2] the interaction effect between kind of surgery and advertising technique(level of understanding)

gk 38 799 FaRI= SAXSE fosiA vE
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M o ZE Farel] gt ol eyt 7P = Ao el
I(M=4.41, SD=85), o|>Z¥] 7| FaLel| gt o|s]=7}
71 vk Ao g YEPITHM=3.84, SD=1.26). o]& ¢t
off thgk AR A, B3l o ZEje} o ZE| 7]y A}
olo] Hit A ztol7t SAH SR frolFrk

2 72| 20| Az M¥YD EH ST Al
Sl e ool het galy Bt B
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= PR 2490 74 ol HEw 24e g,

e AUSE nENHe|T o] HF Ao, He
ARUSE @AH o3 o] A e Ao PR
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sh= Fale] Aol TP w2 AoE yE
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© 2 JERJTHM=3.53, SD=1.09). A& 2 A3},
o]o} v E <} o) ZE 7] Atoe] e 2folrt FAIA
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(Table 5) the mean and standard deviation of ethical judgement by kind of surgery and advertising technique

list of Std.
kind of surgery advertising technique Mean N
measurement Deviation

before and after 3.57 94 30
double eyelid after 3.53 1.30 30
surgery doctor 427 94 30
Total 3.79 1.11 90
before and after 3.30 79 30
. after 3.17 1.02 30

rhinoplasty
doctor 4.13 97 30
. ) Total 353 1.02 90

advertising reality

before and after 4.07 1.05 30
after 3.90 .84 30

mastoplasty
doctor 4.20 .85 30
Total 4.06 92 90
before and after 3.64 98 90
after 353 1.09 90

Total

doctor 4.20 91 90
Total 3.79 1.04 270
before and after 3.30 .99 30
double eyelid after 327 1.28 30
surgery doctor 427 94 30
Total 3.61 1.17 90
before and after 3.10 .88 30
) after 297 1.03 30

rhinoplasty
doctor 4.20 .96 30
advertising Total 3.42 1.10 90
exaggeration before and after 3.83 1.12 30
after 3.70 95 30

mastoplasty
doctor 423 .82 30
Total 3.92 .99 90
before and after 341 1.04 90
after 331 1.13 90

Total
doctor 423 .90 90
Total 3.65 1.10 270
df=4, p>.05). Al Vel

A% Fae] R §39) FEAE FALOR foly
817 JERFTHF=22.768, df=2, p<.001). oHZE] 7|"e]
B3 2o b e Acs AZEAI(M=3A,
SD=1.13), AF-¢] B3] o] 73 @ Aow A
k)3 QIQITHM=4.23, SD=90). AFF 241 Az, ¥)E
9 ohZEfo} FE] FaL Apolo] 4 Hfole} ofZE] B
o} 2| B3 Aole] A5 Aot BAH O frolulst

Al 9o FRAE FAXCE fFofn|siAl velsk
THF=5.665, df=2, p<.01). SHAE=L 7 AF Fae] 7}
Aol 714 ok xzbeka I (M=3.42, SD=1.10),
7hE AE e ol 7P v Ao = A ZEkaL it
(M=3.92, SD=.99). A5 24 A3}, 51 A¥ &7} 715
BE F= Alolo] A A Abol7t GAH SR frofn]

PRSI
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(Table 6) the two-way ANOVA of ethical judgement by kind of surgery and advertising technique

list of
Source Sum of Squares df Mean Square F Sig.
measurement
kind of surgery(A) 12.274 2 6.137 6.459 .002
advertising technique(B) 22.963 2 11.481 12.083 .000
advertising reality
A X B 5.148 4 1.287 1.355 250
Total 4172.00 270 .950
kind of surgery(A) 11.474 2 5.737 5.665 .004
advertising advertising technique(B) 47.096 2 23.048 22.758 .000
exaggeration AXB 5.370 4 1.343 1.326 261
Total 3928.00 270

(Table 7) the post hoc multiple comparisons(scheffe) of ethical judgement by kind of surgery and advertising technique

Mean Mobefore and after Mafter Maoctor
Mouefore and after=3.64 - 1 56%*
Mafterz 3.53 - 6T**
. . Mdoctor=4 .20 -
advertising reality
Mean Mdoublc eyelid Mrhinoplasty Mmasmplasty
Maouble eyetia=3.79 - .26 27
Mrhinoplasty:3-53 - 52%*

Mmasloplasly:4-06 -

Mean Mbefore and after Mafter Mdoctor
Mouefore and after=3.4 1 - .10 B2 %*
Maﬂcr:3.31 - 92**

Mdcctor: 4.23 -

advertising exaggeration

Mean Maouble eyelid Mrhinoplasty Mmastoplasty
Maouble eyetia=3.61 - 18 32
Mrhinoplasty:3 42 - S50%*

Mmastoplasty=3 92 -

*p<.05, **p<.0]

3. 7SRl 39 Aok AEED EH ST AlE A% Rl me) JuxSe] Azt weldl dig 4
Solof| ohE el ciet AlZA Zot 2 AJolg AWnE Folth. £4 Ak, BA £33 A
& 9] Alole] BEtg A BAKCE folnlah

B AP ARe ATEA 32 AFBR T 7

UERFA] QS HF=.724, df=4, p>.05). H el i3t 215

- 539 -
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(Table 8) the mean and standard deviation of clinic believability by kind of surgery and advertising technique

kind of surgery advertising technique Mean Std. Deviation N
before and after 4.13 1.01 30
doub] ” after 393 1.05 30
ouble eyelid surge
Y e doctor 423 1.10 30
Total 4.10 1.05 90
before and after 437 1.25 30
after 3.63 1.07 30
rhinoplasty
doctor 430 1.15 30
Total 4.10 1.19 90
before and after 4.53 1.20 30
after 3.67 1.30 30
mastoplasty
doctor 437 1.22 30
Total 4.19 1.28 90
before and after 434 1.15 90
after 3.74 1.14 90
Total
doctor 430 1.15 90
Total 4.13 1.17 270

(Table 9) the two-way ANOVA of clinic believability by kind of surgery and advertising technique

Source Sum of Squares df Mean Square F Sig.
kind of surgery(A) 474 2 237 179 .836
advertising technique(B) 20.119 2 10.059 7.587 .001
AXB 3.837 4 .959 724 577

Total 4975.00 270

ToNE ARRT 53§99 Favhe] ekt
(F=7.587, df=2, p<.01). Z|&AF50] Bel Wl that Al
ol ZE|(M=4.34, SD=1.15), A%<
(M=4.30, SD=1.17), Z12]3 o] =E|(M=3.74, SD=1.14)¢]
o2 ety Al 24 23, v o) o zEe} o
Bl 71 Alole] 14 zfolel ofaze] 7z} el 7Y
Afole] A% Aol7t EAH T frejulail vepgt.

E'\:‘ HL]_ OLH‘

4, ATEM 49| Zxk: d¥F0 B R
[e]

o
ool we = o 2o

1 o A0 ST 4 AR 58 9
Al 3910l whe} S5AE0] Holt= B 4 !
of Afol7} Ve h=rhE Afugier. WA

% 39) Mole] EAE Ak FAZLE frolrlai o
EhbA] S2SIEHE=090, df-4, p>05). ek 33w FH

F3e] FEIE ehbA] SYTHF=349, df=2, p>05). ¥
X A o ZE(M=2.86, SD=.97), A& (M=2.81,
SD=1.00), 7123 oJZEJ(M=2.73, SD=98)2] 4=0 & *J3]
G2 olm B4t e, oS Aol AHeR
FeolrlahA elglet. Rt A% P91e] FEdE FAMo
Frelabl LhehbAl QRteKF=281, dE=2, p>05).
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(Table 10) the post hoc multiple comparisons of clinic believability by kind of surgery and advertising technique

Mean Mbefore and after M after Mdoctor
Mouefore and afte=4.34 - .60%* .04
Mafter=3.74 - S56%*
Mauoctor=4.30 -
Mean Mdcublc eyelid Mrhinoplasty Mmastoplasty

*p<.05, **p<0l

(Table 11) the mean and standard deviation of intention to cosmetic surgery by kind of surgery and advertising

technique
kind of surgery advertising technique Mean Std. Deviation N
before and after 2.87 .82 30
doubl i after 2.63 1.03 30

ouble eyelid surge
Y gery doctor 2.73 1.01 30
Total 2.74 .95 90
before and after 2.80 92 30
after 2.77 .90 30
rhinoplasty

doctor 2.83 1.09 30
Total 2.80 .96 90
before and after 2.90 1.16 30
after 2.80 1.03 30

mastoplasty
doctor 2.87 .94 30
Total 2.86 1.03 90
before and after 2.86 97 90
after 2.73 .98 90

Total

doctor 2.81 1.00 90
Total 2.80 .98 270

(Table 12) the two-way ANOVA of intention to cosmetic surgery by kind of surgery and advertising technique

Sum of .
Source df Mean Square F Sig.
Square
kind of surgery(A) .556 2 278 281 155
advertising technique(B) .689 2 344 .349 706
AXB 356 4 .089 .090 .986
Total 2376.00 270 .987
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